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The growing presence of online travel communities is leading to great developments in the travel in-
dustry. Grounded in the innovation diffusion theory (IDT) and the technology acceptance model (TAM),
this paper seek to develop and empirically test a comprehensive framework to examine the antecedents
of customers' intention to participate in online travel community. Using SEM to analyse the data
collected from a sample of 495 members, the results indicate that innovation diffusion theory and TAM
with trust provide an appropriate model for explaining consumers' intention to participate; this inten-
tion in turn has a positive inﬂuence on intention to purchase and positive WOM. Furthermore, religiosity
plays an important role in understanding consumers' behavioural intention. The results offer important
implications for online service provider and are likely to stimulate further research in the area of online
travel community.
© 2016 Elsevier Ltd. All rights reserved.1. Introduction
Information Communication Technologies, especially the
Internet, is leading to great developments in the tourism industry
(Buhalis & Law, 2008). Internet has come as a new way of
communication and selling for travel companies (Law & Wong,
2003; Llach, Mariomon, & Alonso-Almeida, 2013). Radical
changes in social interactions have been initiated due to the
emergence of Information Communication Technologies, which in
return provide important implications for the online communities’
formation (Wasko & Faraj, 2005; Wiertz & Ruyter, 2007).
The beneﬁts of online travel communities extend to both for
travel searchers and tourism marketing ﬁrms. For travellers, online
travel community enables traveller to discover what other persons
think about potential facilities such as hotels and restaurants,siness School, Drake Circus,
G. Agag), ahmed.el-masry@traveller can access information easily which enable travellers to
extract more value from the travel companies (Qu & Lee, 2011). For
tourism marketing ﬁrms, online travel communities facilitate deep
and constant relationships with consumers (Bagozzi & Dholakia,
2002), reduce the costs of consumer service (Prahalad, 2000;
Wiertz & Ruyter, 2007). Furthermore, online travel communities
reﬂect the progressively popular “consumer empowerment”
movement (Tsai & Pai, 2014).
Yet despite the substantial implications and importance of on-
line communities for tourism ﬁrms (Qu & Lee, 2011; Wang, Yu, &
Fesenmaier, 2002), little attention has been given to the anteced-
ents and consequences of the intentions of customers to participate
in these online communities (Casalo, Flavian, & Guinaliu, 2010; Qu
& Lee, 2011; Tsai & Pai, 2014). Prior studies have mostly concen-
trated on the drivers of consumer involvement and contributions to
the online travel communities, because energetic participation is an
important element in order to guarantee the survival of the online
community. In fact, if none participated in the community, it would
cease to exist (Wasko & Faraj, 2005). Nevertheless, a scant of
consensus continues to exist regarding the major determinants of
consumer intention to participate. For example, Casalo et al. (2010)
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nities is affected by perceived ease of use and perceived usefulness,
but it also seems to be affected by hedonic and norms beneﬁts
(Wang & Fesenmaier, 2004). Consumer participation and building
prosperous online travel communities are frequently cited central
challenges for any online travel community provider. Therefore,
examining and understanding determinants of consumer intention
participation has become a key question in online travel commu-
nity studies. Consequently, this study proposes an integratedmodel
that identiﬁes key factors that affect the intention of consumer to
participate in online travel community. Moreover, this study ex-
amines the effect of consumer intention to participate on consumer
intention to purchase travel online and positive word of mouth.
Understanding these behavioural intentions may beneﬁt this on-
line travel community.
The current study aims to contribute the following to the liter-
ature of tourism and relationship marketing: 1) identify the most
crucial determinants that effect consumer intention to participate
in online travel communities; 2) by integrating two well-
recognised technology adaption theories: the innovation diffusion
theory and the Technology Acceptance Model (TAM), we help to
understand the intention of consumers to participate in online
travel community; 3) we examine the inﬂuence of consumers' in-
tentions to participate on both the intention to purchase travel
online and positive word of mouth (WOM). 4) We also examine the
moderating role of religiosity on the association between consumer
intention to participate, attitude, trust, and intention to purchase
travel online. The ﬁndings will help tourism companies' managers
and other tourism institutions to evolve strategies that enhance the
intention of consumer to participate as well as evolving strategies
that improve consumer intentions to purchase travel online and
consumer intentions to recommend the online travel community.
Our study is organized as follow; the next section represents
literature pertaining to the study variables and theories as well as
the hypotheses development. Then we demonstrate our data
collection and measures operationalisation. Finally, we explain the
study results, discussion, and managerial implications as well as
demonstrating the limitations and future research.
2. Background
2.1. Consumer intention to participate in an online community
Online communities have emerged as an essential element of
the knowledge economy and for organisations are often considered
as a source of competitive advantage, as well as a channel for
organisational learning (Balasubramanian &Mahajan, 2001, Guo &
Shefﬁeld, 2008; Procaci, Siqueira, Braz, & Andrade, 2015).
According to the social constructivist theory, people can develop
and improve their skills and creativity through solving work-
related problems in collaboration with capable peers (Jonassen,
Howland, Moore, & Marra, 2003). In other words, one of the
important and effective methods for professional development
occurs when those professionals are involved in discussions with
their peers about their ideas, experiences, and collaboratively solve
work-related problems.Wenger (1998) emphasises that knowledge
creation occurs in communities when members are involved and
participate in problem solving and when they share their ideas and
knowledge through articulating, illustrating, and negotiating on the
better alternative solutions to solve the problems. In general, there
are three distinct and different groups of beneﬁts that might be
obtained from a regular community of practice: individual, com-
munity and organisational (Millen, Fontaine, & Muller, 2002). At
the individual level, they suggest that there are beneﬁts that might
be obtained from increased understanding of others' efforts andincreased levels of trust. The community's members will have ac-
cess to experts and resources within the subject area relevant to
their work. On the other side, communities beneﬁt from increased
idea generation, better quality of knowledge, and more effective
problem solving. According to Millen et al. (2002), the individual
and community beneﬁts will generate tangible beneﬁts at the
organisational level in the form of positive business outcomes for
the organisation. Such beneﬁts may include improved communi-
cation, successful projects, product innovation, a reduction in time
spent accomplishing tasks, and the greater operational efﬁciency.
Members' participation has been acknowledged as both the key
resource and the biggest challenge for the survival of online com-
munities (Ardichvili, 2008; Ardichvili, Page, & Wentling, 2003;
Butler, 2001; Chiu, Hsu, & Wang, 2006; Hsu et al., 2007; Park &
Yang, 2012; Wasko & Faraj, 2005).
Regardless of their purpose, type, or environment in which they
reside, online communities' survival largely depends on their
ability to attract and retain members who are willing to actively
participate in their communities (Butler, 2001;Wang, Butler,& Ren,
2011). Assuming the critical relevance of participation for the sur-
vival of online communities, previous online community studies
have largely been conducted with the aim of understanding what
motivates people to participate in these social spaces. To inform
their explanations, they have relied on the use of such theories as
social cognitive theory (Bock & Kim, 2002; Chiu et al., 2006); social
capital theory (Chiu et al., 2006; Huysman & Wulf, 2005); social
exchange theory (Bock & Kim, 2002; Faraj & Johnson, 2011; Wang,
2007); sunk cost theory (Tiwana & Bush, 2005); the technology
acceptance model (Venkatesh, 2000); theories of social networks
and Social Network Analysis (Faraj & Johnson, 2011; Toral,
Martínez-Torres, & Barrero, 2010); critical mass theory (Raban,
Moldovan, & Jones, 2010); and resource-based theory (Butler,
2001). Through these theories, previous studies have provided
different perspectives inﬂuenced by such areas as psychology, so-
ciology, information technologies, organisational studies, human-
ecomputer interaction.
The participation of consumers in an online community is a key
factor that determines the success of any online community in the
long term (Koh& Kim, 2004), because consumer participation in an
online community will contribute to building long term relation-
ships between the members of the community (Algesheimer,
Dholakia, & Herrmann, 2005). Participation in online community
will guarantee a high level of consumer involvement with the on-
line community, which may “reinforce the feelings that bind each
member to the other community members, improve instruction on
communal values, encourage conjoint behaviours and information
sharing, and enable stronger group cohesion” (Casalo et al., 2010, p.
898). Continuing participation in an online community joint ac-
tivities helps the community members achieve common goals
(Bagozzi & Dholakia, 2006) and is a key factor for community
endurance (Koh & Kim, 2004).
However, due to the difﬁculties regarding measuring consumer
real behaviour, we focus on consumer intentions to participate.
Both the theory of reasoned action (TRA) and theory of planned
behaviour (TPB) show that consumers' intention directly affects
their actual behaviour. Previous studies pointed out that consumer
intentions measure consumer behaviour in the context of tech-
nology acceptance e.g., (Casalo et al., 2010; Karahanna, Straub, &
Chervany, 1999; Kim, Ferrin, & Rao, 2008; Kim, Lee, & Law, 2008;
Sia, Lim, Leung, Lee, & Huang, 2009). McKnight, Choudhury, and
Kacmar (2002) pointed out that consumer behaviour intentions
refers to a consumer will likely behave in a speciﬁed way, and both
behaviour intentions and real behaviours are very highly associated
(Venkatesh & Davis, 2000). Therefore, we focus on the intention of
consumer to participate as a good indicator of the level of the
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2.2. Innovation diffusion theory (IDT)
Innovation diffusion theory (IDT) has received substantial
empirical support in explaining consumer acceptance in several
disciplines, speciﬁcally online shopping e.g. (Amaro&Duarte, 2015;
Hung, Yang, Yang, & Chuang, 2011; Jensen, 2009; Lee, Hsieh, & Hsu,
2011; Yu &Wu, 2007). An innovation is “an idea, practice, or object
that is perceived as new by an individual or another unit of adop-
tion” (Rogers, 1995, p. 11). Diffusion, on the other hand, is “the
process by which an innovation is communicated through certain
channels over time among themembers of a social system” (Rogers,
1995, p. 5). Therefore, the IDT theory argues that “potential users
make decisions to adopt or reject an innovation based on beliefs
that they form about the innovation” (Agarwal, 2000, p. 90).
Innovation diffusion theory provides a set of factors that inﬂu-
ence consumer's intention to adopt new technologies. These factors
are relative advantage, compatibility, complexity, trialability, and
visibility. Of these factors, relative advantage and compatibility
have provided the most constant explanation for consumer inten-
tion to adapt new technologies (Lu, Yang, Chau, & Cao, 2011).
Therefore, our study focus on examining the inﬂuence of perceived
relative advantages and compatibility on the consumer intentions
to participate in online travel community.
2.3. Technology acceptance model (TAM)
The Technology Acceptance Model proposed by Davis and
Bagozzi (Bagozzi, Davis, & Warshaw, 1992) appears to be the most
widely used innovation adoption model. This model has been used
in a variety of studies to explore the factors affecting individual's
use of new technology (Mohammadi, 2015; Venkatesh & Davis,
2000).
Based on the prior studies, numerous studies applied several
theoretical perspectives in order to explain and understand con-
sumers' acceptance and use of new technology. Of these, the TAM
considers the most effective approach to investigating consumer
acceptance and use of technology related application (Ayeh, 2015;
Kim, Kim, & Shin, 2009). The technology acceptance model was
initially proposed by Davis (1986).
The TAM theory postulates that individuals' perceptions about
ease of use and usefulness are two cognitive factors that determine
their acceptance of information system. TAM has received sub-
stantial empirical support in explaining consumer acceptance of
various types of technology e.g. technology based services (Zhu &
Chan, 2014), smart phones (Joo & Sang, 2013) and the new media
(Workman, 2014). In tourism context, numerous studies applied
TAM to understand and explain consumer acceptance of new
technology including hotel front ofﬁce systems (Kim, Ferrin et al.,
2008; Kim, Lee et al., 2008), consumer intention to shop travel
online (Amaro & Duarte, 2015), biometric systems adaption in
hotels (Morosan, 2012), and restaurant computing systems (Ham,
Kim, & Forsythe, 2008). The ﬁndings of these studies show that
perceived ease of use and perceived usefulness are crucial de-
terminants of consumer acceptance of technology. Therefore, our
study examines the important role of perceived ease of use and
perceived usefulness in understanding consumer participation
intention.
2.4. Trust in an online travel community
Trust is deﬁned as the subjective belief that the online service
provider will fulﬁl its transactional obligations, as those obligations
are understood by the consumer (Kim, Ferrin et al., 2008; Kim, Leeet al., 2008). Prior studies consider trust as a key factor of success in
the online context e.g. (Corritore, Kracher, & Wiedenbeck, 2003;
Elbeltagi & Agag, 2016; Flavian, Guinalíu, & Gurrea, 2006;
Koufaris & Hampton-Sosa, 2004) due to the high risk that cus-
tomers perceive in the online environment (Harris & Goode, 2004).
Consequently, numerous empirical studies have been conducted in
order to understand and determine the importance of trust in the
online environment e.g. (Bart, Shankar, Sultan, & Urban, 2005;
Casalo, Flavian, & Guinalíu, 2011; Flavian et al., 2006; Schlosser,
White, & Lloyd, 2006).
Focussing on the cognitive component of trust, it consists of
three distinct factors including honest, competence and benevo-
lence, which all contribute to consumers' perceptions of trust in an
online travel community, as suggested by Flavian et al. (2006),
McKnight et al. (2002), and Casalo et al. (2011). Honesty reﬂects
the belief that other community members will fulﬁl their promises
and keep their word (Doney & Cannon, 1997). Coulter and Coulter
(2002) deﬁned competence as the perceived skill and ability of
the other party. In this study competence refers to the consumer
perceived skills and knowledge of other community members.
Benevolence means that community members intend to support,
help and care for other community members (Ridings, Gefen, &
Arinze, 2002).
3. Theoretical development and research hypotheses
Based on the preceding review, this study integrates relative
advantages, compatibility, perceived ease of use, perceived use-
fulness, trust, and attitudes as antecedents of the intentions of
consumer to participate in an online travel community in a
comprehensive framework. Fig.1 shows our conceptual framework.
The model illustrates the antecedents of consumer intentions to
participate in an online community and intention to purchase
travel online and intention to recommend the online community as
outcomes. As well as the moderating effect of religiosity on the
relationship between trust, attitude, intention to participate, and
intention to purchase travel online. The hypothesized relationships
are discussed in the following section.
3.1. Perceived relative advantages, compatibility, attitudes, and
intention to participate
Perceived relative advantages are one of the Innovations Diffu-
sion Theory essence constructs. For the purposes of the current
study, perceived relative advantage is deﬁned as the degree to
which online travel community provides members with beneﬁts
e.g. convenience, lower price, time saving and relations with per-
sons who share common interests. In the ﬁeld of tourism and e-
commerce, a signiﬁcant and positive relationship between
perceived relative advantages and consumer behaviour intention
and attitudes is supported by a wide variety of studies e.g., (Amaro
& Duarte, 2015; Jensen, 2009; Kamarulzaman, 2007; Lu et al., 2011;
Moital, Vaughan, Edwards, & Peres, 2009). Therefore, customers
who perceive the relative advantages of online travel community
are more likely to participate in online travel community.
Perceived compatibility is a construct borrowed from the IDT
deﬁned as “the degree to which an innovation is perceived as being
consistent with existing values, past experiences, and needs of
potential adopters” (Rogers, 1995, p. 15). For the purpose of the
current study, we deﬁne compatibility as the extent towhich online
community members believe that participating in online commu-
nity will ﬁt their needs, lifestyle, and shopping preference.
Research has supported the positive and signiﬁcant relationship
between compatibility and attitude towards online shopping (e.g.
Amaro & Duarte, 2015; Chen, Gillenson, & Sherrell, 2002;
Fig. 1. Research conceptual framework.
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that individuals who spent a considerable amount of time using the
Internet and other related technologies such as e-mail in their job
or personal life would be more likely to shop online.
Compatibility captures the consistency between an innovation
and the potential adopters' existing values, current needs, and
present lifestyle. In the context of travel, peoples' lifestyles will
strongly affect their decision to adopt the technology. Amaro and
Duarte (2015) and Li and Buhalis (2006) pointed out that
perceived compatibility positively inﬂuence consumer behaviour
intention. Thus, the authors propose the following hypotheses:
Hypothesis 1. Perceived relative advantages have a direct and
positive inﬂuence on consumer intention to participate in an online
travel community.
Hypothesis 2. Perceived relative advantages have a direct and
positive inﬂuence on consumer attitude toward an online travel
community.
Hypothesis 3. Compatibility has a direct and positive inﬂuence
on consumer intention to participate in an online travel
community.
Hypothesis 4. Compatibility has a direct and positive inﬂuence
on consumer attitude toward an online travel community.3.2. Perceived ease of use, perceived usefulness, attitude, and trust
Perceived ease of use has been deﬁned as ‘‘the degree to which a
person believes that using a particular system would be free of
effort’’ Davis (1989, p.320). In the current study, perceived ease of
use is deﬁned as the extent to which the online travel customer
believes that participating in online travel community will be free
from effort.
According to TAM, perceived ease-of-use, perceived usefulness,
attitude and intention have been theorized to be the prime inﬂu-
encers for usage and acceptance attitude (Agag & El-Masry, 2016;Akman & Mishra, 2015; Hsu & Lin, 2008; Lai, Hsu, & Chung, 2010;
Lim, Lim, & Heinrichs, 2008).
Research has supported the positive and signiﬁcant relationship
between ease of use and attitude towards online shopping (e.g.
Agag & El-Masry, 2016; Ayeh, 2015; Morosan & Jeong, 2008; Zhu &
Chan, 2014). TAM implies that, other things being equal, an online
shopping Web site perceived to be easier to use is more likely to
induce perception of usefulness. Davis, Bagozzi, and Warshaw
(1989) argued that improvements in ease of use may also be
instrumental, contributing to increased performance. To the extent
that increased ease of use leads to improved performance, ease of
use would have a direct effect on perceived usefulness (Venkatesh
& Davis, 2000). Also, it is generally believed that a system will be
regarded as more useful if it is easy to use. For example, studies by
Morosan (2012), Kim, Ferrin et al. (2008), Kim, Lee et al. (2008), and
Ayeh (2015) and Agag and El-Masry (2016) among others, offer
strong empirical support for a positive relationship between
perceived usefulness and ease of use. Therefore, participation in
online travel community will be more useful if it easy to use.
Also, Davis (1989, p. 320) conceptualised perceived usefulness
as ‘‘the degree to which a person believes that using a particular
system would enhance his or her job performance’’. In our study,
perceived usefulness refers to the extent to which the consumer
believes that participating in an online travel community improves
his/her travel planning. Previous studies support the positive and
signiﬁcant relationship between perceived usefulness and con-
sumer attitude e.g. (Agag & El-Masry, 2016; Ayeh, Au, & Law, 2013;
Joo & Sang, 2013; Persico, Manca, & Pozzi, 2014; Workman, 2014).
While some researchers Palvia (2009) proposed ‘perceived
usefulness’ as an antecedent to transaction intention based on
technology acceptance model (TAM), no existing study speciﬁed
perceived usefulness as an antecedent to trust. As Gefen,
Karahanna, and Straub (2003) suggested, it would make more
sense to postulate that perceived usefulness is a consequence, not
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tionship developed based on trust provides a measure of subjective
guarantee that the e-commerce ﬁrmwill behavewith goodwill and
that the outcome of a transaction will be fair and favourable, and
thus increase the beneﬁts of transacting on the e-commerce Web
site that consumers come to perceive as more useful (Gefen et al.,
2003). Therefore, we decided to rule out perceived usefulness as
a trust antecedent from our model. Hence, the hypotheses:
Hypothesis 5. Perceived ease of use has a direct and positive
inﬂuence on consumer attitude toward online travel community.
Hypothesis 6. Perceived ease of use has a direct and positive
inﬂuence on perceived usefulness.
Hypothesis 7. Perceived usefulness has a direct and positive
inﬂuence on consumer attitude toward online travel community.
Hypothesis 8. Perceived usefulness has a direct and positive
inﬂuence on consumer trust.
3.3. Trust, attitude, intention to purchase travel online, and WOM
Trust is conceptualised as the subjective belief that the online
service provider will fulﬁl its transactional obligations, as those
obligations are understood by the consumer (Kim, Ferrin et al.,
2008; Kim, Lee et al., 2008). Despite the importance of trust, Kim,
Chung, and Lee (2011) state that there is a lack of research
regarding perceived trust in online shopping for tourism products
and services. Therefore, it is relevant to add trust since the few
studies that have considered trust in online travel shopping have
also produced mixed results. For example, while Wen (2010)
claimed that consumers' trust in online shopping had a positive
effect on intentions to purchase travel online, Kamarulzaman
(2007) did not ﬁnd a direct effect on the adoption of online travel
shopping. Therefore, it is relevant to incorporate trust in our model.
In the e-commerce ﬁeld, several prior studies have conﬁrmed
the positive link between trust and the intentions to purchase
online (Chiu, Huang, & Hui, 2010; Gefen et al., 2003; Kim, Xu, &
Gupta, 2012). In the ﬁeld of tourism and e-commerce, a signiﬁ-
cant and positive relationship between trust and purchase inten-
tion is supported by a variety of studies (e.g., Agag & El-Masry,
2016; Amaro & Duarte, 2015; Bigne, Sanz, Ruiz, & Aldas, 2010;
Escobar-Rodríguez& Carvajal-Trujillo, 2014; Kim et al., 2011; Ponte,
Carvajal-Trujill, & Escobar-Rodr, 2015; Sanz-Blas, Ruiz-Mafe, &
Perez, 2014).
Alsajjan and Dennis (2010) found that trust inﬂuences consumer
attitude and intention to engage in behaviour. Consumers who
trust in online service provider will have a positive attitude toward
this online service provider and more likely to repurchase. In
support of this notion, Amaro and Duarte (2015) and Ashraf,
Thongpapanl, and Auh (2014) and Agag and El-Masry (2016),
found a signiﬁcant path from trust to customer attitude and
repurchase intentions. Other research has found that trust in-
ﬂuences word of mouth (Lien & Cao, 2014). Therefore, consumers
who trust in an online travel community are more likely to spread
positive word of mouth. Hence, the following hypotheses are
proposed.
Hypothesis 9. Consumer trust has a direct and positive inﬂu-
ence on their attitude toward online travel community.
Hypothesis 10. Consumer trust has a direct and positive inﬂu-
ence on their intention to purchase travel online.
Hypothesis 11. Consumer trust has a direct and positive inﬂu-
ence on their intention to recommend this online travel
community.
3.4. Attitude, WOM, and consumer behaviour intentions
Based on TAM, intentions are the result of attitudes towards theoutcomes of behaviour (Davis, 1986). In the travel context,
numerous studies have pointed out that attitude towards online
shopping positively effects intentions to purchase travel online e.g.
(Agag & El-Masry, 2016; Amaro & Duarte, 2015; Bigne et al., 2010;
Morosan & Jeong, 2008) found that attitude had the strongest in-
ﬂuence on consumer intentions to purchase travel online.
Attitude is a crucial determinant of behaviour intention and has
a positive inﬂuence on consumer intention to use information
system (Agag & El-Masry, 2016; Yang & Yoo, 2004). The relation-
ship between attitude and the intention of consumer to participate
has been supported by Casalo et al. (2010). Therefore, consumers
who have a positive attitude toward online travel community are
more likely to participate.
Regarding the link between attitude and word of mouth, Shih,
Lai, and Cheng (2013) pointed out that attitude has a positive in-
ﬂuence on word of mouth intention. In support of this notion, Lien
and Cao (2014), found a signiﬁcant path from customer attitude to
word of mouth. Therefore, consumers who have a positive attitude
toward online travel community are more likely to spread positive
word of mouth about this online community.
In online communities' context, a customer may promote the
products and services of the online community because the online
community offers value greater than the value offered by com-
petitors. Therefore, Consumers will response to this greater value
by remaining loyal to these communities and promote their prod-
ucts and services by spreading positive word of mouth. Further-
more, Casalo et al. (2010) and Mu~niz and Schau (2005) found that
the intention of consumers to participate in an online travel com-
munity has a positive and signiﬁcant effect on consumer positive
word of mouth.
Algesheimer et al. (2005) pointed out that consumer intention
to participate in an online community effects consumer behaviours
related to the ﬁrm that hosts the network. Andersen (2005) found
that participation in online community may improve consumer
loyalty. In tourism context, prior studies have found out that con-
sumer intention to purchase and use the online travel community is
a key aspect of the intention to participate in an online travel
community (Algesheimer et al., 2005; Casalo et al., 2010). There-
fore, in the travel sector, we propose.
Hypothesis 12. Consumer attitude toward online travel com-
munity has a direct and positive inﬂuence on positive WOM.
Hypothesis 13. Consumer attitude toward online travel com-
munity has a direct and positive inﬂuence on intention to purchase
travel online.
Hypothesis 14. Consumer attitude has a direct and positive in-
ﬂuence on consumer intention to participate in an online travel
community.
Hypothesis 15. Consumer intention to participate in an online
travel community has a direct and positive inﬂuence on positive
WOM.
Hypothesis 16. Consumer intention to participate in an online
travel community has a direct and positive inﬂuence on intention
to purchase travel online.
3.5. Moderating effects of religiosity
Religiosity has been recognized as a crucial social force that
impacts human behaviour. Prior studies have pointed out that
religiosity can be a key factor of consumption patterns (Cleveland,
Laroche, & Hallab, 2013) and selected store patronage behaviour
(Alam, Mohd, & Hisham, 2011).
Kirillovaa, Gilmetdinovab, and Lehtoc (2014) suggested that the
differences of religious between hosts and guests do not only affect
the interactions but also inﬂuence the very presence of hospitality
in a region. In some Muslim countries e.g. Egypt, tourism is
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nities (Din, 1989). Joseph and Kavoori (2001) pointed out that
tourism represents a potential threat to religious habits and local
traditions. Terzidou, Stylidis, and Szivas (2008) pointed out that
religion is a key factor in the relationships between host and guest
even when both tourists and the local people have the same reli-
gious backgrounds. Ranganathan and Henley (2007) pointed out
that religiosity has a positive inﬂuence on behaviour intention and
this subsequently may positively affect attitude.
This study examines the moderating role of religiosity on the
association between consumer intention to participate, attitude,
trust, and intention to purchase travel online. The behaviour and
attitude of consumers at the website may differ based on their
religiosity (Egresi, Kara, & Bayram, 2012). All the above leads us to
formulate the following:
Hypothesis 17. Religiosity moderates the relationship between
consumer intention to participate and intention to purchase travel
online.
Hypothesis 18. Religiosity moderates the relationship between
consumer attitude and intention to purchase travel online.
Hypothesis 19. Religiosity moderates the relationship between
consumer trust and intention to purchase travel online.
4. Research methodology
We conducted empirical study on online travel communities in
Egypt in order to test the proposed hypotheses. Our study
composed of two approaches, a qualitative phase followed by a
quantitative. Using the mixed methods contributes to the validity,
reliability, and quality of the data (Babbie, 2004). In regard to the
qualitative stage, we performed two focus groups one with the
online travel communities' managers and another focus groups
with a set of consumers. Regarding the qualitative sampling, 30
managers of ﬁrm-hosted online travel community in Egypt
accepted to participate in the ﬁrst focus group. The second focus
group consisted of 150 consumers who had registered as a member
of the online travel community selected. Semi-structured in-
terviews have been used to collect the qualitative information from
the managers and the consumers. We performed an inductive
analysis as well as subjective interpretation of the contents
collected. Particularly, we identiﬁed the factors that determine
consumer intention to participate in ﬁrm-hosted online travel
community. This qualitative phase contributed to the study vari-
ables measurement scales as well as to the explanation of the
quantitative results.
4.1. Sampling and data collection
Quantitative data were collected using survey strategy through
questionnaires to address different levels of the study. The target
population of the current study comprises all consumers who are
members of the online travel communities in Egypt and who had
special interest in travel.
The main aim of this study is to understand consumers'
behaviour regardless of the characteristics of online travel com-
munity. We asked respondents to ﬁll the questionnaire based on
their favourite online community usage experience. They were
questioned regarding their perception of the online travel com-
munity of which they were a member. Respondents required to be
registered as a member of the online travel community selected.
However, since there is no a list of online travel community
members across Egypt it is impossible to select our sample from the
population directly. Thus, convenience samplingwas used to collect
data (San Martín & Herrero, 2012).
In order to preserve a certain level of trafﬁc as a minimum aswell as total membership (Ridings et al., 2002), 50 online travel
communities were chosen based on their activity level and have
large members. 35 online travel communities accepted to partici-
pate in our survey. The survey was posted to online travel store site
with a request for participation, provided respondents with infor-
mation on the purpose of the study, the approximate time to ﬁll out
the questionnaire, and a banner with a hyperlink connecting to our
web survey.
A pilot test was conducted to assess the validity and reliability of
the research instrument.
The instrument was given to a group of forty ﬁve individuals
who mentioned that they registered in online travel community
selected. Their comments resulted in reﬁnement of the instrument
in terms of its length, format, readability, and clarity. Twenty online
travel community managers were also asked to review the ques-
tionnaire. This review resulted in elimination of a speciﬁc item
measuring trust. The exclusion of this item did not pose a major
threat to construct validity, since there were three additional items
assessing trust. Some wording changes were also made.
The questionnaire was available online between November 15th
of 2014 and January 20th of 2015. Eventually, we invite 650
members to complete the questionnaire, and 510 effective re-
spondents were obtained, But 15 who sent incomplete question-
naires were omitted from the analyses. Therefore, a total of 495
responses were considered to be valid for further analyses
(response rate is 76.15%). The high response rate may be due to the
questionnaire was designed in such a way that only 15 min were
needed to complete it.
Of these 495 participants, 280 were men (57.0%) and 215 were
women (43.0%). The majority of respondents were aged between
30 and 40 (40.0%), had bachelor degree (34.0%), and had engaged in
online shopping less than three times within the past six months
(42.0%). The most recent online shopping experience for the ma-
jority of respondents was within the previous 2 years (42.0%) and
the majority of online shopping had a monthly income of £1000 or
below (59.0%).
Bartlett, Kotrlik, and Higgins (2010) pointed out that when
determining the sample size for an SEM research, 10 observations
per indicator (independent variable) is recommended. Since 495
cases were collected, the current research sample size considers
adequate for successive analyses with structural equation
modelling.
4.2. Questionnaire and measurements
The questionnaire for the present study was divided into two
main sections. The ﬁrst section contained questions tomeasure each
construct based on existingmeasures or adapted from similar scales.
It should be noted that all constructs have a reﬂective measurement.
The last sectionof thequestionnaire consistedof questions regarding
respondents' demographic characteristics e.g. gender, age and edu-
cation level. To prevent duplicate responses, the option to control
and remove duplicate responses by IP was used. The researchmodel
has ten constructs, each having items that are gauged by Likert scale
(1 ¼ strongly disagree and 5 ¼ strongly agree).
Four items borrowed from previously developed scales were
used to measure perceived relative advantages (Amaro & Duarte,
2015; Jensen, 2009; Kim et al., 2011; Limayem, Khalifa, & Frini,
2000), and modiﬁed based on consumers' interviews and pilot
study. In conceptualizing the compatibility, this study uses three
items to assess the compatibility borrowed from Vijayasarathy
(2004) and Jan and Contreras (2011). The variables of perceived
ease of use and perceived usefulness in this study were oper-
ationalized with three items each as suggested by Davis (1989)
scales. Perceived usefulness items reﬂect the consumer believes
Table 1
Sample proﬁle.
Variable Categories Frequency Percept
Gender Male 280 57.0%
Female 215 43. 0%
Age <20 96 19.0%
20 < 30 120 24.0%
30 > 40 200 40.0%
<40 79 16.0%
Monthly income £1000 or below 290 59.0%
£1001e2000 156 32.0%
£2001e3000 49 9.0%
Education High school 70 14.0%
Bachelor degree 170 34.0%
Diploma 110 22.0%
Master or doctorate 140 28.0%
other 5 2.0%
Experience <2 211 42.0%
2 < 5 178 36.0%
>5 106 21.0%
Internet access location At home 319 64.0%
At work 98 20.0%
At school 12 3.0%
In internet cafe 60 11.0%
In a friend place 6 2.0%
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travel planning. Perceived ease of use items reﬂect the ease of
participating in online travel community. Consumer trust measures
were adapted from Morgan and Hunt (1994) and Kim et al. (2011),
four items were adopted and modiﬁed based on consumers' in-
terviews and pilot study. These items measure the integrity and
reliability of online travel community as well as the trustworthiness
of this online community. Attitude and intention to participate in
online travel community in this study were operationalized with
two items each as proposed by prior studies (Algesheimer et al.,
2005; Casalo et al., 2010; Cheng, Lam, & Yeung, 2006; Hsu, Yen,
Chiu, & Chang, 2006). We conceptualize intentions to purchase
travel online as containing of purchase intention and continued
interaction. Intentions to purchase travel online were measured by
three items borrowed from Kim et al. (2012) and Algesheimer et al.
(2005). The scale for word of mouth was adapted from Choi and
Choi (2014). Finally, religiosity was measured with a 6-item scale
developed by Allport and Ross (1967) and Swimberghe, Flurry, and
Parker (2011). The ﬁrst three items of the scale represent intrinsic
religiosity, while the other three represent extrinsic religiosity. An
example of an intrinsic religiosity item is, ‘‘It is important to me to
spend time in private thought and prayer.’’ An example of an
extrinsic religiosity item is, ‘‘I go to religious service because it helps
me to make friends.’’
We applied the partial least squares (PLS-SEM), WarpPLS 3.0
programme was utilized to validate the measures and test the hy-
potheses. This approach has been used as the investigated phe-
nomenon is new and the research aims at generation of theory
rather than conﬁrmation a theory (Urbach & Ahlemann, 2010).
furthermore, a PLS approach does not require a normal distribution,
as opposed to covariance-based approaches, which requires a
normal distribution (Henseler, Ringle, & Sarstedt, 2012), Finally,
this approach incorporates both reﬂective and formative measures
(Hair, Ringle, Hult, & Sars, 2013).
5. Results
The evaluation of a conceptual framework using PLS analysis
contains two steps. The ﬁrst step includes the evaluation of the
measurement (outer) model. The second step involves the evalu-
ation of the structural (inner).
5.1. Measurement model
In order to satisfy the criterion of multivariate normality tests of
normality, namely skewness, kurtosis, and Mahalanobis distance
statistics (Bagozzi& Yi,1988), were conducted for all the constructs,
Table 6 (see Appendix). These indicated no departure from
normality. The psychometric properties of the constructs were
assessed by calculating the Cronbach's alpha reliability coefﬁcient
(Nunnally & Bernstein, 1994) (see Table 1).
The ﬁrst step in evaluating a research model is to present the
measurement model results to examine the reliability and validity
of the measures used to represent each construct (Chin, 2010).
These results are shown in Tables 2 and 3. We also performed tests
for multicollinearity due to the relatively high correlations among
some of the constructs. All constructs had variance inﬂation factors
(VIF) values less than 2.8, which is within the cut off level of 3.0.
All items loaded on to the corresponding latent variable struc-
ture and all items exhibit loadings greater than 0.7. All constructs
exhibit adequate internal consistency reliability as the Chronbach
alpha coefﬁcients exceed the 0.7 (Table 2). All the remaining con-
structs showed good internal consistency reliability.
The measurement model also exhibited signiﬁcant convergent
validity as a cross-loading matrix exhibits no cross loading thatexceeds the with-in row and column loadings. Discriminant val-
idity is considered in two steps. First, the Fornell and Larcker (1981)
criterion is used to test whether the square root of a construct's AVE
is higher than the correlations between it and any other construct
within the model. Second, the factor loading of an item on its
associated construct should be greater than the loading of another
non-construct item on that construct. Table 2 shows the result of
this analysis and reports the latent variable correlation matrix with
the AVE on the diagonal. Therefore we conclude that measurement
model exhibits good discriminant validity and meets the Fornell
and Larcker (1981). The Maximum Shared Squared Variance
(MSV) and the Average Squared Variance (ASV) were used to test
the discriminant validity of the measurement model. The MSV and
the ASV results need to be lesser than the AVE for the discriminant
validity (Hair, Black, Babin, & Anderson, 2010). Table 3 shows that
the MSV and the ASV results are lesser that the AVE values which
means that the discriminant values hold and the measurement
model is according to the assumptions which were initially made.
In order to assess potential non-response bias, we tested
whether there were differences among respondents and non-
respondents; a survey has been sent to all non-respondents of
the original survey. A total of 370 responses were received from
non-respondents of the initial survey. We tested the signiﬁcance of
differences between averages in the main sample and a follow-up
sample the analysis did not reveal any signiﬁcant differences be-
tween respondents and non-respondents. We therefore excluded
the possibility of non-response bias.
A principal component factor analysis was conducted and the
results excluded the potential threat of common methods bias. The
largest factor accounted for 26.24% (the variances explained ranges
from 13.61% to 26.24%) and no general factor accounted for more
than 50% of variance, indicating that commonmethod bias may not
be a serious problem in the data set.
5.2. Structural model assessment
Since the measurement model evaluation provided evidence of
reliability and validity, the structural model was examined to
evaluate the hypothesised relationships among the constructs in
the research model (Hair et al., 2013). According to Henseler et al.
(2012) and Hair et al. (2013) recommendations, the structural
model proposed in the current study was evaluated with several
Table 3
Results of composite reliability and convergent/discriminant validity testing.
Construct Composite reliability Coronbach alpha AVT MSV ASV Correlations and square roots of AVE
RLD COP EOU USF TRU ATT PIN WOM INP REL
RLD 0.865 0.809 0.672 0.502 0.291 (0.758)
COP 0.923 0.887 0.574 0.474 0.204 0.635 (0.806)
EOU 0.891 0.846 0601 0.485 0.172 0.481 0.735 (0.782)
USF 0.865 0.793 0.618 0.374 0.261 0.703 0.781 0.621 (0.771)
TRU 0.879 0.854 0.567 0.519 0.183 0.681 0.601 0.583 0.639 (0.842)
ATT 0.857 0.830 0.721 0.396 0.094 0.727 0.735 0.737 0.700 0.819 (0.773)
SAT 0.890 0.834 0.589 0450 0.247 0.687 0.697 0.632 0.642 0.637 0.708 (0.794)
PIN 0.879 0.860 0.706 0.294 0.031 0.710 0.738 0.522 0.682 0.598 0.597 0.692 (0.812)
WOM 0.857 0.820 0.659 0.418 0.270 0.720 0.710 0.662 0.602 0.708 0.706 0.791 0.629 (0.832)
INP 0.849 0.827 0.648 0.384 0.061 0.592 0.737 0.696 0.647 0.678 0.640 0.498 0.704 0.622 (0.803)
REL 0.873 0 831 0649 0.412 0.149 0.687 0.598 0.602 0.537 0.485 0.715 0.539 0.674 0.697 0.793 (0.741)
Note. Composite Reliability (CR), Average Variance Extracted (AVE), Maximum Shared Squared Variance (MSV), and Average Shared Squared Variance (ASV).
Table 2
Loadings and cross-loadings of measurement items.
Items RLD COP EOU USF TRU ATT PIN WOM INP REL p value
RED1 0.836 0.384 0.182 0.371 0.280 0.483 0.106 0.176 0.278 0.389 <0.001
RED2 0.871 0.293 0.028 0.178 0.273 0.273 0.043 0.029 0.029 0.412 <0.001
RED3 0.807 0.517 0.463 0.274 0.419 0.178 0.190 0.178 0.371 0.218 <0.001
RED4 0.794 0.281 0.374 0.619 0.219 0.278 0.029 0.367 0.270 0.410 <0.001
COP1 0.461 0.841 0.419 0.273 0.126 0.039 0.379 0.479 0.478 0.172 <0.001
COP2 0.130 0.902 0.191 0.410 0.617 0.319 0.630 0.582 0.639 0.095 <0.001
COP3 0.362 0.809 0.310 0.117 0.291 0.572 0.127 0.028 0.378 0.318 <0.001
EOU1 0.481 0.258 0.782 0.371 0.117 0.389 0.345 0.285 0.219 0.471 <0.001
EOU2 0.391 0.556 0.882 0.008 0.261 0.571 0.471 0.627 0.471 0.210 <0.001
EOU3 0.281 0.517 0.901 0.372 0.378 0.502 0.479 0.283 0.218 0.290 <0.001
USF1 0.436 0.141 0.124 0.917 0.471 0.127 0.381 0.472 0.187 0.473 <0.001
USF2 0.321 0.414 0.185 0.814 0.309 0.470 0.370 0.188 0.217 0.279 <0.001
USF3 0.391 0.214 0.058 0.792 0.049 0.510 0.029 0.276 0.480 0.192 <0.001
TRU1 0.221 0.156 0.581 0.388 0.821 0.231 0.368 0.038 0.039 0.389 <0.001
TRU2 0.584 0.312 0.263 0.142 0.727 0.321 0.584 0.389 0.382 0.289 <0.001
TRU3 0.213 0.451 0.580 0.049 0.789 0.418 0.603 0.572 0.182 0.189 <0.001
TRU4 0.164 0.613 0.218 0.217 0.792 0.379 0.278 0.604 0.378 0.218 <0.001
ATT1 0.214 0.029 0.049 0.261 0.283 0.847 0.206 0.571 0.128 0.139 <0.001
ATT2 0.566 0.591 0.417 0.569 0.039 0.790 0.018 0.172 0.473 0.483 <0.001
PIN1 0.171 0.481 0.701 0.471 0.372 0.237 0.867 0.571 0.472 0.630 <0.001
PIN2 0.342 0.187 0.231 0.118 0.291 0.478 0.845 0.305 0.178 0.038 <0.001
WOM1 0.145 0.490 0.178 0.271 0.217 0.478 0.264 0.904 0.581 0.418 <0.001
WOM2 0.612 0.251 0.019 0.221 0.282 0.189 0.561 0.782 0.471 0.302 <0.001
WOM3 0.585 0.154 0.604 0.007 0.029 0.378 0.271 0.784 0.481 0.182 <0.001
INP1 0.461 0.314 0.374 0.317 0.293 0.347 0.379 0.162 0.877 0.293 <0.001
INP2 0.047 0.461 0.475 0.046 0.219 0.278 0.581 0.471 0.937 0.630 <0.001
INP3 0.510 0.218 0.283 0.217 0.039 0.428 0.381 0.039 0.780 0.392 <0.001
REL1 0.085 0.391 0.318 0.117 0.178 0.278 0.179 0.471 0.172 0.791 <0.001
REL2 0.284 0.560 0.271 0.056 0.189 0.170 0.392 0.283 0.364 0.839 <0.001
REL3 0.419 0.179 0.591 0.386 0.574 0.627 0.180 0.028 0.378 0.793 <0.001
REL4 0.318 0.480 0.217 0.562 0.394 0.278 0.091 0.293 0.182 0.837 <0.001
REL5 0.481 0.039 0.501 0.316 0.490 0.382 0.189 0.182 0.371 0.795 <0.001
REL6 0.112 0.173 0.174 0.215 0.273 0.262 0.573 0.206 0.105 0.799 <0.001
Notes:
- RLD ¼ Perceived relative advantages; COP ¼ Compatibility; EOU ¼ Perceived ease of use; USF ¼ Perceived usefulness; TRU ¼ Trust; ATT ¼ attitude; PIN ¼ Participation
intention; WOM ¼Word of mouth; INP ¼ Intention to purchase; REL ¼ Religiosity.
- Bolded items are factor loadings.
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The model explains 39% of variance for perceived usefulness,
71% of variance for consumer trust, 53% of variance for attitude, 74%
of variance for intention to participate, 78% of variance for intention
to purchase, and 67% of variance for positiveWOM. To test H1eH19,
we tested the structural equation model in Fig. 2. The global ﬁt
indicators were acceptable, APC ¼ (0.174, p < 0.001), ARS ¼ (0.782,
p < 0.001), AARS ¼ (0.749, p < 0.001), AVIF ¼ (2.841), and
GOF ¼ (0.726).
The estimated standardized structural coefﬁcients for the hy-
pothesized relationships between constructs and their signiﬁcance
are shown in Table 4. The results show that all hypothesized re-
lationships are supported except H1 and H17.The ﬁrst hypothesis that predicted that perceived relative ad-
vantages of online travel community would positively affect in-
tentions to participate in online travel community was not
supported (b ¼ 0.00, p ¼ 0.24). Regarding the relationships be-
tween relative advantages and attitude, our ﬁndings support the
favourable effect of perceived relative advantages on attitude
(b ¼ 0.41, p < 0.001).
As H3 and H4 predict, the study found signiﬁcant positive im-
pacts of compatibility on intention to participate and attitude, the
study found signiﬁcant positive impacts of compatibility on inten-
tion to participate (b ¼ 0.39, p < 0.001) and attitude (b ¼ 0.56,
p < 0.001).
In accord with H5, our ﬁndings support the favourable effect of
Fig. 2. PLS results of research model of main test.
Table 4
Results of hypotheses testing.
Hypotheses Path directions Beta Values (b) P value Result
H1 RLD/ PIN 0.00 0.24 Rejected
H2 RLD/ ATT 0.41 0.001 Accepted
H3 COP/ PIN 0.39 0.001 Accepted
H4 COP/ ATT 0.56 0.001 Accepted
H5 EOU/ ATT 0.27 0.001 Accepted
H6 EOU/ USF 0.56 0.001 Accepted
H7 USF/ ATT 0.32 0.001 Accepted
H8 USF/ TRU 0.67 0.001 Accepted
H9 TRU/ ATT 0.61 0.001 Accepted
H10 TRU/ INP 0.29 0.001 Accepted
H11 TRU/WOM 0.53 0.001 Accepted
H12 ATT/WOM 0.71 0.001 Accepted
H13 ATT/ INP 0.36 0.001 Accepted
H14 ATT/ PIN 0.58 0.001 Accepted
H15 PIN/WOM 0.62 0.001 Accepted
H16 PIN/ INP 0.53 0.001 Accepted
H17 PIN/ REL/ INP 0.08 0.19 Rejected
H18 ATT/ REL/ INP 0.02 0.04 Accepted
H19 TRU/ REL/ INP 0.21 0.001 Accepted
Note:
- RLD ¼ Perceived relative advantages; COP ¼ Compatibility; EOU ¼ Perceived ease
of use;USF¼ Perceived usefulness; TRU¼ Trust; ATT¼ attitude; PIN¼ Participation
intention;WOM ¼Word of mouth; INP ¼ Intention to purchase; REL ¼ Religiosity.
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H6, the expected positive impact of perceived ease of use on
perceived usefulness (b ¼ 0.56, p < 0.001). Therefore, the results
support H6.
With regard to H7 and H8, perceived usefulness is positivelyrelated to attitude (b ¼ 0.32, p < 0.001) and consumer trust
(b ¼ 0.67, p < 0.001). Therefore, the ﬁndings support H7 and H8.
Hypotheses 9, 10 and 11 concerned the inﬂuence of consumer
trust in online travel community on attitude, intention to purchase
and positive WOM. Our ﬁndings support the favourable effect of
trust on attitude (b ¼ 0.61, p < 0.001), intention to purchase travel
online (b¼ 0.29, p < 0.001) and positiveWOM (b¼ 0.53, p < 0.001).
Therefore, our ﬁndings support H9, H10, and H11.
With regard to H12, H13 and H14, attitude is positively related to
positive WOM (b ¼ 0.71, p < 0.001), intention to purchase travel
online (b ¼ 0.36, p < 0.001), and intention to participate (b ¼ 0.58,
p < 0.001). Therefore, the ﬁndings support H12, H13 and H14.
Hypotheses 15 and 16, that expected a positive relationship
between intention to participate in online travel community and
positiveWOM (b¼ 0.62, p < 0.001) and intention to purchase travel
online (b ¼ 0.53, p < 0.001) were conﬁrmed. Therefore, our results
support H15 and H16.
In relation to the moderating role of religiosity, Hypotheses 17,
18 and 19 concerned the moderating effects of religiosity on the
relationship between intention to participate, attitude, trust, and
intention to purchase travel online. The latter hypotheses were
supported (b ¼ 0.02, p < 0.05) and (b ¼ 0.21, p < 0.001), while the
former was not (b ¼ 0.08, p ¼ 0.19).5.3. Rival model
There is a consensus in using structural equations modelling
technique is that researchers should compare rival models, not just
test a proposed researchmodel (Kenneth& Scott Long,1992). Based
Table 5
Mediation analysis results.
Fit estimates APC ARS AARS AVIF GOF
Model 1, full mediation 0.174 0.782 0.749 2.841 0.694
Model 2 0.219 0.702 0.675 2.984 0.627
Model 3, no mediation 0.491 0.518 0.503 4.651 0.536










Trust 0.71 e 0.32 0.71
Attitude 0.53 e 0.29 0.53
Participate
intention
0.74 e 0.41 0.74
Intention to
purchase
0.78 0.19 0.53 0.78
Positive WOM 0.67 0.23 0.33 0.67
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rival model as demonstrated in Fig. 3, where perceived usefulness,
trust, attitude, and intention to participate do not act as mediators
among the perceived relative advantages, compatibility, perceived
ease of use and positive WOM and intention to purchase but they
act as antecedents along with the perceived relative advantages,
compatibility, and perceived ease of use.
The rival model has been evaluated on the basis of the following
criteria: (1) overall ﬁt of the model; and (2) percentage of the
models' hypothesized parameters that are statistically signiﬁcant
(Hair et al., 2010; Morgan & Hunt, 1994). The global ﬁt indicators
are as follow: APC ¼ (0.491), ARS ¼ (0.518), AARS ¼ (0.503),
AVIF ¼ (4.651), and GOF ¼ (0.536). All the goodness of ﬁt measures
fall below acceptable levels. Only ﬁve out of fourteen (36%) of its
hypothesized paths are supported at the (p < .01) level (including
three out of fourteen (22%) supported at (p < .001). In contrast,
seventeen out of nineteen hypothesized paths (89%) in the pro-
posed model are supported at the (p < .001) level.
5.4. Testing for mediation
To check themediating inﬂuence of the variables on intention to
purchase travel online and positive WOM through relative advan-
tages, compatibility, perceived ease of use, perceived usefulness,
trust, attitude, and intention to participate, four separate analyses
were performed using Baron and Kenny's (1986) approach. The
results revealed that all standardized, indirect (i.e. mediated by
relative advantages, compatibility and perceived ease of use) effects
on intention to purchase and positive WOM are signiﬁcant (please
see Table 5). The full mediation model was supported. These ﬁnd-
ings are consistent with the path analysis results. We also con-
ducted a Sobel test. The results also supported themediating effects
of perceived usefulness (p < 0.001), trust (p < 0.001), attitude
(p < 0.001), and intention to participate (p < 0.001).
6. Discussion and conclusions
6.1. Discussion of ﬁndings
The aim of this study was to propose and empirically tests aFig. 3. A rivacomprehensive model to identify key factors that affect the inten-
tion of consumer to participate in online travel community. We
proposed a model in which perceived relative advantages,
compatibility, perceived ease of use, perceived usefulness, trust and
attitude act as antecedents to consumer intention to participate in
online travel community. While, perceived usefulness, trust, atti-
tude and intention to participate mediate the relationship between
perceived relative advantages, compatibility, and perceived ease of
use and intention to purchase travel online and positive WOM.
Findings from online travel community members (n ¼ 495) indi-
cated that relative advantages, compatibility, perceived ease of use,
perceived usefulness, trust, and attitude are key factors that affect
the intention of consumer to participate in online travel
community.
In this respect, consumers perceptions of relative advantages
and compatibility seems to be key determinants of consumers
intention to participate in online travel community, which is
consistent with previous results found in the innovation diffusion
theory (e.g., Agag& El-Masry, 2016; Amaro&Duarte, 2015; Lu et al.,
2011; Rogers, 1995). However, contrary to what was expected on
hypothesis one that relative advantages have a direct inﬂuence on
consumer intention to participate in online travel community was
not supported. Following the recommendations by Holmbeckl model.
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totally mediated the link between relative advantages and in-
tentions to participate in online travel community. These results are
in line with Amaro and Duarte (2015) ﬁndings in tourism context.
Therefore, the relationship between relative advantages and
intention to participate in online travel community must be ana-
lysed with caution.
The results indicate that perceived relative advantages and
compatibility are related to consumer attitude toward online travel
community, which in turn is signiﬁcant predictor of consumer
intention to participate in online travel community, which is in line
with previous studies e.g., (Amaro & Duarte, 2015; Jensen, 2009).
Therefore, consumers who perceive the relative advantages of on-
line travel community are more likely to have a positive attitude
toward online travel community. At the same time, trust in online
travel community, perceived ease of use, and perceived usefulness
are three relevant antecedents in order to form a positive attitude
toward online travel community and the intention to participate in
online travel community. The main reason behind this maybe
members prefer relying on personal communication and informal
such as relying on other members on making purchase decisions
rather than ﬁrms or formal sources (e.g., advertising campaigns)
(Bansal & Voyer, 2000; Casalo et al., 2011).
As well, the intention of consumers to participate favours the
development of consumers' behavioural intentions to purchase
travel online and enhances consumer intentions to recommend
the online travel community and purchase its products. Therefore,
travel ﬁrms have a good chance in order to increase their market
share by developing positive recommendations between con-
sumers (Casalo et al., 2011; Chung & Darke, 2006). Finally, the
study ﬁndings provided evidence for the moderating effect of
religiosity on the relationship between consumer trust and atti-
tude and intention to purchase travel online. Therefore, religiosity
plays an important role in consumer attitude and behavioural
intention.
6.2. Managerial implications
This study was couched on the premise that prior studies have
largely ignored the factors leading to consumers' intention to
participate in online travel community, especially in a developing
country. As such, a strong empirical inquiry on analysing the de-
terminants of consumers' intention to participate in online travel
community as identiﬁed by the literature was needed. The present
study's ﬁndings have revealed some important implications for
online travel providers and academic researchers as well as making
a signiﬁcant contribution to the body of knowledge in a number of
different ways.
The results of this research have relevant practical implications
for marketing practitioners and managers who design strategic
plans and implement tools to improve the performance of online
travel websites.
First, the knowledge of the antecedents of consumers intention
to participate and their effects on intention to purchase travel
online and positive word of mouth is useful for managers who
should develop strategies and actions aimed at increasing the
consumer intention to participate in online travel community and,
consequently, the consumer intention to purchase travel online
and spreading positive word of mouth toward this online
community.
Second, Trust and attitude can play a critical role in improving
consumer intention to participate. In order to successfully increase
consumer participation in online travel community, online travel
community managers need to build online trust therefore forming
positive attitude toward online travel community. The resultsshowed that online travel community managers can create conﬁ-
dence in online travel community by perceived ease of use and
perceived usefulness. Therefore, perceived usability or ease of use is
a crucial aspect of the business strategy.
Third, perceived usefulness no only depends on perceived ease
of use, but also on choosing the appropriate communication policy.
Consumer cannot know the perceived usefulness of online travel
community until they participate on it. In order to boost the online
community perceived usefulness by new or potential consumers,
beneﬁts derived from the current members of the community must
be clearly transmitted, so online community managers should
maximize the experience of the current members in order to
motivate this positiveWOM. Mangers also canmaximize the access
to the online community by offering free trail periods without any
membership fees.
Fourth, this study conﬁrms that perceived ease of use and
perceived usefulness inﬂuence consumer trust and attitude toward
online travel community, consequently, intentions to book online,
actions can be taken by managers to increase perceived ease of use
and perceived usefulness. Online travel providers can utilize the
advances of technology to facilitate convenience in selling travel
online. For instance, online travel providers can provide apps for
mobile devices to participate and purchase online. Therefore, on-
line travel providers must provide customers with effective ways to
increase the perceived ease of use, usefulness, and enhance the
willingness to purchase online (e.g. guarantees, and security
approval symbol).
Fifth, our study indicated that online travel community manager
should pay close attention to compatibility and perceived relative
advantages because they strongly and positively impact consumers'
behaviour intention to participate. Compatibility exerts the greatest
inﬂuence on consumer behaviour intention to participate. There-
fore, online travel community managers should carefully consider
the compatibility issues in order to make sure that their offerings
meet consumers' needs, values, and lifestyles. Perceived relative
advantages are also critical determinant of consumer intention to
participate. Online communities should consider using tactics in
order to increase consumers’ perceived relative advantages by
providing consumers with beneﬁts e.g. convenience, lower price,
time saving and relations with people who share the same
interests.
Finally, Tourism and hospitality ﬁrms as well as some other
tourism institutions will have a better understanding of the
important role of religiosity and its effects on consumer behaviour
intention and word of mouth which then can be used in planning
their own future marketing strategies and plans.
6.3. Theoretical implications
This study has made several theoretical implications in various
ways: First, It is among the ﬁrst to examine the antecedents of
consumes participation in online travel community based on a
holistic approach, integrating several theories and validates the
integration of these theories in the context of online travel. It
conﬁrms perceived relative advantages, compatibility, perceived
ease of use, perceived usefulness, trust, and attitude as de-
terminants of consumers' participation in the online travel com-
munity as hypothesized in the innovation diffusion theory and
TAM. The study shows that innovation diffusion theory can be
used to explain consumer intention to participate in online travel
community, since the perceived relative advantages and compat-
ibility are valid predictors of consumer intention to participate
which in turn predict consumer intention to purchase travel on-
line and positive word of mouth toward the online travel com-
munity. The study also indicate that TAM can be used to explain
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since the dimensions of TAM (perceived ease of use and perceived
usefulness) act as antecedents to consumer trust and attitude
which in turn predict consumer intention to participate in online
travel community. Our study also indicated that consumer inten-
tion to participate in online travel community favours consumer
behaviour intention development that can beneﬁt the online
travel community by recommending this online travel community
and reuse its products. Furthermore, this study also contributes to
the theory of religious tourism by examining the moderating role
of religiosity in the relationship between consumer intention to
participate and intention to purchase travel online. Although the
number of studies conducted to investigate religiosity in the
context of tourism is limited, the ﬁndings of this study conﬁrm
and reinforce the importance of religiosity in understanding
consumer behaviour intention in the online travel context.
6.4. Limitations and future research directions
Like any other study, ours is bound by some limitations that
also provide fertile grounds for further research. First, this study
did not consider cross-cultural issues, any comparative study from
a developed and developing country would make a worthwhile
contribution to the body of knowledge. Second, despite the ante-
cedents of consumer intention to participate in online travel
community explained a substantial amount of its variance; thereTable 6
Descriptive statistics and normality tests of the constructs in the model.
Statistics
Perceived relative advantages (RLD)
His online travel community provides more discounts than regular online shopping (R
This online travel community is more convenient thin regular online shopping (RLD2)
This online travel community helps me to save my time by purchasing travel online (
This online travel community provides product variety when purchasing online (RLD4
Compatibility (COP)
Using-this online travel community to purchase travel is compatible. With the way I l
Using this online travel community to purchase travel online ﬁts with my lifestyle (CO
I think that using this online travel community ﬁts well with the way I like to work. (
Perceived ease of use (EOU)
This online travel community is simple to use, even when using it for the ﬁrst time (E
In this online travel community everything is easy to ﬁnd (EOU2).
It is east to move within this online travel community (EOU3).
Perceived usefulness (USF)
Using this online community helps me to solve doubts when I plan a travel (USF)
Using this online community helps me to organize travels in a more efﬁcient way (US
In general, this online community is useful to plan travels (USF).
Trust (TRU)
This online travel community has imparity (TRU1).
This online travel community is reliable (TRU2).
This online travel community is trustworthy (TRU3)
I trust on the quality of this online travel community (TRU4).
Attitude (ATT)
I think participating in this online travel community would be good for me (ATT1).
I think participating in this online travel community would be beneﬁcial for me (ATT2
Intention to participate (PIN)
I have the intention to take part in the online travel community’s activities (PIN1).
I intend to actively participate in this online travel community (PIN2).
Positive word of mouth (WOM)
I am willing to recommend this online travel community -and its product/services to
I usually say positive things about this- online travel community to others (WOM2).
I will tell my friends and relatives to use this online travel products/service (WOM3).
Intentions to purchase: travel online (LYP)
I expect to purchase travel online offered by this online community in the near future
I have the intention to use the products and services of this online community in the
If I needed travel products and services, I would likely use the ones offered by this onare some other important factors which have not been included in
the research model, representing opportunities for further
research (e.g. identiﬁcation, perceived behavioural control, and
subjective norms). Another future line of research is applying our
proposed model to other online communities that would enable
us to verify the generalizability to other populations and will
contribute to the knowledge base on consumer participation. Our
study does not consider the respondents economic status such as
affordability. Previous studies found that affordability has a deep
inﬂuence in determining the use of consumer of travel products
and services. It should be noted that our target respondents are
the potential consumers not the actual members of online travel
community so we suppose that the potential consumers afford it.
The online travel literature identiﬁes some factors which inﬂuence
consumer behaviour intention toward the online community (e.g.,
sex, age, income, and education). Such research could identify how
each variable, individually and cooperatively, impacts consumer
intention to participate. Finally, we did not collect data from non-
Internet users because the focus of this study was online con-
sumers. It may be an interesting extension, however, to test this






LD1). 3.6 0.793 0.631 0.682 0.731
. 3.8 0.715 0.757 0.649 0.486
RLD3). 3.8 0.804 0.708 0.519 0.751
). 4.1 0.674
ike to shop (COP1). 3.8 0.825 0.751 0.683 0.538
P2). 3.6 0.759 0.827 0.657 0.293
COP3). 4.1 0.620 0.731 0.852 0.683
OU1). 3.6 0.817 0.727 0.683 0.610
3.8 0.726 0.637 0.581 0.478
4.3 0.582 0.652 0.672 0.392
4.2 0.621 0.593 0.837 0.803
F). 3.4 0.826 0.637 0.532 0.648
4.1 0.512 0.738 0.372 0.584
4.3 0.701 0.762 0.539 0.384
3.8 0.821 0.819 0.674 0.816
4.1 0.740 0.746 0.782
3.9 0.785 0.825 0.846 0.470
4.4 0.783 0.819 0.683 0.649
). 3.7 0.718 0.738 0.819 0.501
3.9 0.914 0.702 0.410 0.647
4.2 0.807 0.820 0.387 0.128
others (WOM1). 4.2 0.614 0.616 0.836 0.641
3.6 0.856 0.572 0.569 0.803
4.2 0.617 0.732 0.831 0.637
(INP1). 2.9 0.814 0.574 1.738 0.467
future (INP2). 3.4 0.806 0.748 0.904 0.398
line community (INP3). 3.8 0.769 0.823 0.646 0.749
Table 6 (continued )





It is important to me to spend periods of time in private religious thought or prayer (REL1). 3.9 0.841 0.692 0.918 0.637
My religious beliefs lie behind my whole approach, to life (REL2). 3.5 0.857 0.861 0.805 0.498
I spent time trying to grow in understanding of my religious beliefs (REL3). 2.8 0.930 0.771 0.684 0.804
I make ﬁnancial contributions to my religious organization (REL4). 3.2 0.805 0.816 0.726 0.637
I go to religious service because it helps me to make friends (REL5). 4.1 0.854 0.863 0.374 0.743
I enjoy participating in the activities of my religious organization (REL6). 3.6 0.826 0.779 0.403 0.483
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